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Measuring community engagement with sustainability: 
 ‘Living for our Future’ 
Julian Donlen, Linda Condon and Anne Tourney 
City of Boroondara and National Centre for Sustainability at   
Swinburne University of Technology  
Melbourne  
 
 
Research in social marketing shows that information alone will not lead to 
behavioural change in individuals, particularly in relation to sustainable 
practices which are broad ranging and require new ways of thinking and acting. 
Change is more likely to occur through social contact with individuals who have 
made the change and demonstrate positive outcomes. This project sought to 
engage and inspire long-term behavioural change with members of the 
Boroondara community to: 
• reduce use of natural resources  
• reduce production of waste 
• decrease use of car transport  
• increase use of products made from recycled or non toxic materials, and 
• improve community engagement. 
 
The program recruited participants through established community groups into 
two workshops: a control group and an action-learning group. The methodology 
of engagement was based on social marketing techniques and focussed on 
providing information that participants could choose to act upon. Decisions to 
act and behaviour changes were measured using surveys, ecological footprint 
measurement and workshop activities.  
 
The research findings have been analysed to gain a deeper understanding of 
the most effective engagement processes to use with communities to promote 
action for environmental sustainability. The key outcomes of the research 
findings include: analyses of differences between the two groups; participation 
rate; behaviour change towards sustainability; feedback on the barriers to action 
tested; uptake of incentives and environmental initiatives; social impacts and 
program evaluation. Results of the research will be used to develop on-going 
engagement on environmental sustainability with communities throughout 
Victoria.  
 
 
Keywords: sustainability; community; social marketing; measuring; behaviour 
change; barriers; environmental; research;  
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Introduction 
 
 
There is increasing recognition that the most serious threat facing the world is the 
danger that human behaviour will irreversibly damage the environmental conditions of 
the planet. Human behaviour must commence to align itself with the preservation and 
maintenance of the planet and this will require a major shift in the current lifestyles and 
cultural practices of the majority of the human race. There is an urgent need to 
transform human behaviour before planetary conditions become so unfavourable that 
the choices currently available, of a healthy and fulfilling lifestyle, are either never 
attained for many or removed for others.  
 
Many people rate the environment as important. The latest survey results from 
Australian Bureau Statistics (ABS), however, indicate that there has been a decline in 
Australian’s concern around the environment. In 2004, 8.6 million Australians aged 18 
years and over (57%) stated that they were concerned about environmental problems. 
The level of concern about environmental problems has shown a continual decline 
since 1992, when three-quarter (75%) of Australians stated they had environmental 
concerns. Nevertheless, the majority of Australians (57%) still consider the 
environment as a major concern.  
 
Extensive research has been undertaken by environmentalist and social psychologists 
about the disconnection between concern and action for the environment (Stern 2000 
and Karp 1996). Two surveys of Swiss respondents found that environmental attitudes 
and knowledge were poorly associated with environmental behaviour (Finger 1994). 
The realisation that for change in behaviour to occur, it requires more than just a 
transmissive approach to education and awareness raising, has been recognised by 
many working in the field of environmental education and behaviour change (McKenzie 
–Mohr, 2000). The social marketing techniques outlined by McKenzie-Mohr (2000), 
Andreasen (1995) and Geller (1989) have been the foundation for the action research 
program designed and delivered to members of a community in the eastern suburbs of 
Melbourne. 
 
The ‘Living for Our Future’ program developed with the City of Boroondara applied the 
principles of Community based social marketing. This approach can be described as 
seeking to apply marketing principles and expertise to address social and 
environmental problems. Social marketing is a method used to influence human 
behaviour, using marketing principles for the purposes of societal benefit rather than 
commercial profit. It is a participatory-focused, research-based process to plan, 
develop, implement, and evaluate interventions designed to influence the behaviour of 
the participants to improve their personal environment or more broadly, that of the 
planet. It is a science based approach which uses marketing techniques and built into 
the program design is a planning, implementation, tracking, and evaluation process to 
assess success and failure (Andreasen 1995). 
 
Community based social marketing principles that were applied throughout the 
program workshop series involved the following: 
 
• identifying barriers to a desired behaviour, such as composting or reducing lawn 
watering; 
• using behaviour change tools to promote change such as prompts, visual cues, 
commitments, developing community norms;  
• piloting the program; and 
• evaluating the impact of the program once it had been piloted. 
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Although the facilitators used educational strategies, the intent was to build knowledge 
and skills of the participants to empower them to gather, analyse and apply information 
for the purpose of making informed environmental changes in their lives. This approach 
has been known to be successful in the past (Dietz and Stern 2002). 
 
The Living for Our Future’ program was designed to test and measure the 
effectiveness of community based social marketing as means of transforming 
information about environmental problems into behaviour change. The findings 
reported test the ability of this pilot program to facilitate environmentally responsible 
behaviour and encourage the participants to make decisions which direct their future 
behaviour. The assertion is that community behaviour change programs, such as ‘The 
Living for Our Future’ program, can assist in achieving a better future. 
 
 
The Living for Our Future Program Methodology 
 
 
The program sought to find the most effective means to support existing social 
champions (e.g. a scout leader or Rotary Club members) to inspire long term pro-
environmental behavioural change in themselves and within other members of the 
Boroondara community to: 
• reduce use of natural resources – e.g. energy, water, consumables; 
• increase use of products made from recycled or non toxic materials; 
• reduce production of waste; 
• decrease  use of car (non hybrid) transport; and 
• improve community engagement. 
 
The City of Boroondara, has a demographic which may best be described as relatively 
affluent, with 76.2% of dwellings either fully owned or being purchased and only 18.8% 
being rented. In the 2001 Census, couple families with children accounted for about 
55% of all families whilst couples without children (32%) and one-parent families (12%) 
made up the remainder of families. The majority of people travelled by car to work 
(60.7%) with only 10% of people travelling by public transport. English was stated as 
the only language spoken at home by 83.6% in the 2001 Census. The median weekly 
individual income for people aged 15 years and over in the 2001 Census was $500-
$599, with a median age of 37 years (ABS 2001).  
 
The ‘Living for Our Future’ program used the principles of action research to determine:  
• the barriers to uptake of sustainable practices and the best actions to promote; 
and  
• comparison and analysis of differing delivery mechanisms using a control group 
and an action learning group to measure the most effective methodology to 
support behavioural change, that can be applied to a future project for the wider 
community; 
 
A Control Group and an Action Learning Group were used to track the most effective 
means of establishing and measuring behaviour change. Delivery of the program 
involved a participatory workshop series on six different environmental topics. The 
workshops were run fortnightly for 6 months by alternating control group with action 
learning group. Each participant was allocated a group (either control or action 
learning) at the commencement of the program and they were advised that they would 
not be able to move to the other workshop time. At no stage were any participants 
advised that the groups were being treated differently. In this way the integrity of the 
research methodology was maintained. No significant differences in age group or 
gender balance occurred between the groups. 
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The different approaches taken with each group in the program workshop delivery are 
set out in Table 1. 
 
Control group (Group 1) Action learning group (Group 2) 
• Pre-evaluation – Ecological Footprint/ 
greenhouse calculator/ home audits/ 
anonymous questionnaire 
• Presentation on relevant topic 
• Guest speaker 
• Work in groups 
- identify barriers to adopting 
sustainable behaviours / brainstorm 
on issues 
• Obtain feedback on ideas generated 
• Provide incentives 
• Complete questionnaire for data 
collection 
• Ask participants to make some of the 
changes they have been talking about. 
• Pre-evaluation – Ecological Footprint/ 
greenhouse calculator/ home audits/ 
anonymous questionnaire 
• Presentation on relevant topic  
• Guest speaker  
• Work in groups 
- identify barriers to adopting 
sustainable behaviours / identify 
what are they able to achieve/ 
brainstorm on issues  
• Obtain feedback on ideas generated 
• Provide incentives 
• Complete questionnaire for data 
collection 
• Ask participants to write down a 
commitment to change one aspect of 
their lives over the next month 
• Participants were regularly prompted 
through email and letters to achieve 
their commitment, encourage 
positive behaviour and reminded to 
attend the following session 
 
Table 1. Different approaches taken with each group 
 
The action learning group approach involved participants committing to an action at 
each workshop. This group was also contacted at least once between workshops by 
letter or email to remind them of their commitments, to test the products they had been 
given and to confirm the dates for the following workshops. The control group was 
provided with the dates for the workshops at the commencement of the series, 
however at no time later were they contacted to remind them to attend.  
 
Although there were distinct differences between the groups, it was decided that 
incentives would be provided to both groups. It was recognised that this would be 
considered less than ideal in measuring the most effective social marketing techniques, 
since incentives are thought to be an essential component of achieving distinct and 
effective behaviour change (McKenzie-Mohr 2000). However, it was also 
acknowledged that the control group would possibly realise, through discussions with 
others in the program action learning group, that they were missing out on a number of 
great products and ‘freebies’. This would have created difficulty for the Council and its 
staff and may have resulted in complaints and dissatisfaction with the program. 
 
Each incentive provided at the workshops was evaluated by the participants to 
determine which products were most effective in achieving pro-environmental 
outcomes. 
 
A number of attempts were made to engage the local press to showcase three of the 
families involved in the action learning group to profile them and enhance pro-
environmental behaviour through a public commitment, but this was not achieved in the 
time available. 
 
A reference group was established, recruited through an open invitation, and attracted 
a group of experts who guided the development of the program by providing advice 
and support.  
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The program was designed around three phases: 
• Phase One: Research, Marketing and Preparation 
• Phase Two: Pilot Program  
• Phase Three: Monitoring and Methodology for future program.  
 
 
Research, marketing and preparation  
 
 
This phase established the research methodology, developed resources for the 
participants, established the engagement process, designed accurate monitoring tools, 
marketed the program, and established venue hire and catering.  
 
The program recruited participants through established community groups, advertising 
posters in local newspapers, libraries and shopping centres, as well as through the 
university in the local region, Swinburne University of Technology. Registration for the 
program was through the City of Boroondara website and was limited to 120 
participants.  
 
The program was funded through the Community Action Fund from the Victorian 
Greenhouse Strategy, the Australian Greenhouse Office, Origin Energy, the City of 
Boroondara and Swinburne University’s National Centre for Sustainability.  
 
 
Program Information 
 
 
Extensive resources were developed for each workshop and covered the topics in the 
following order: 
• Water in the Home and Garden (February) 
• Energy in the Home (March)  
• Waste in and around the House (April) 
• Transport (May) 
• Healthy Homes (June) 
• Sustainable Consumption (July) 
 
The main driver for the order of topic delivery was the seasonal issues such as water 
conservation in summer and energy conservation in the colder months. One of the key 
focuses was on energy consumption addressing transport, home energy use and 
increased uptake of mains energy supply from renewable sources or “Green Power”.  
Sustainable consumption was considered to be one of the more difficult and important 
topics and left to the last session. Gardner and Stern (1996) point out that by focusing 
on issues around waste and recycling, there is an ‘end-of-pipe’ solution instead of 
actually reducing consumption, which would lead to the greatest benefits. Very few 
studies have attempted to intervene at the consumption and re-use levels. However, 
some examples are Geller et al.’s (1973) intervention to encourage shoppers to choose 
returnable bottles, and DeYoung’s (1993) intervention to encourage consumers to 
purchase products with minimal packaging, and cleaning products without harmful 
chemicals.  
 
The information used to disseminate the message was designed to be captivating, 
targeted, credible, and with few threatening messages. It also encouraged personal 
contact between participants. The central theme throughout the series of workshops 
was the message that the participants were the ‘decision makers’. Once provided with 
information and encouraged to explore the topic, it was for them to decide what they 
could do and how they could act upon it. The program included opportunities to 
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participate in excursions to sustainably designed houses and a recycling facility. A 
number of free products including ‘Bokashi’ bins (a type of organic waste bin), compact 
fluorescent light globes, recycled products, wind-up torches, mulch bricks were handed 
out to participants as incentives to change. Each workshop also included product 
displays and brochures relevant to the topic.  
 
The written resources provided contained ‘actions for you at home’, helpful hints, ‘did 
you knows’, information on ‘how to’ and a range of other sources of information. Each 
of the six workshops, invited specialist and expert speakers on the relevant topics and 
allowed for roundtable discussions in postcode groups (to encourage car-pooling) on 
envisioning the future, barriers to change, feedback on incentives, responses to a 
series of challenging questions, and reporting back on program issues.  
 
 
Data Collection and Evaluation 
 
 
A series of survey tools were designed to ascertain change in behaviour. Prior to 
conducting the community pilot, baseline information about the rate at which people 
were already engaging in the various activities that the study wished to promote was 
collected. Once the program was commenced data was collected throughout the 
program to promote change in behaviour. These evaluations were undertaken at 
regular time intervals and included a voluntary water audit, a voluntary energy audit 
(on-line tools such as the Home Water Investigator (Melbourne Water) and Australian 
Greenhouse Calculator (AGO) were adapted) and an Eco-footprint measurement 
calculated for each participant (EPA Victoria 2005) Evaluations were carried out 
midway through the program and at the completion to determine participant satisfaction 
and willingness to use the incentives provided throughout the workshop series.  
 
In evaluating the effectiveness of this pilot program, the primary concern was to 
measure if the program was able to encourage and activate pro-environmental 
behaviour around the issues which were explored in the workshops. Where possible, 
results were measured through evidence collected from participants such as water 
records and energy bills, rather than rely upon participants’ self reports of their 
behaviour which can be less reliable. However the surveys were, for the most part, 
asking participants to self report although great care was taken not to bias the 
responses through questions which may trigger guilt or expected ‘correct’ responses. 
Data collected from third parties (e.g. registration for “Greenpower” through Origin 
Energy and purchase of “Enviro-mowers”) was collected as a comparison to self-
reported data. The program also examined people's perceptions and attitudes, but 
these were not seen as substitutes for examining actual changes in behaviour.  
 
The research process through the university required written permission from each 
participant. As a result, each participant was asked to complete a permission form to 
collect data from them for research purposes.  
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Research results and analysis  
 
 
Surveys undertaken included the baseline survey, water audit, energy audit and eco-
footprint, as well as evaluations on the facilitators, speakers and products used and 
barriers identified to use of the product. As previously stated, the majority of data 
collected was based on self-reporting by the participants. Where possible water and 
energy bills were collected and numbers of registrations for special program offers 
were obtained from third parties. 
 
In all, 89 participants were engaged with the program over the 6 months, with an initial 
enrolment of 100 (a number of whom did not attend one session).  
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Chart 1. Program Workshop Attendance 
 
Throughout the program attendance records were maintained to determine the level of 
overall engagement with the program. Both groups attended the workshops in 
sustained numbers throughout the program, with a slight decline when workshops were 
held on very cold nights in May. Anecdotal evidence from similar programs suggested 
that the sustained numbers attending the program in latter workshops was a good 
indication of the success of the program in maintaining interest. The control group drop 
in attendance over the program was 17 percent whereas the action learning group with 
regular reminders had a drop off of 12 percent. Participants were reminded of the 
existing waiting list for their reserved program place and asked to apologise in advance 
if not attending.  
 
The majority of attendants were from the 55-64 age bracket, with 43% aged between 
45 and 64, as indicated in Chart 2. This may indicate that the program was more 
attractive to a more mature age group although it should be noted that the median age 
of the City of Boroondara is thirty-seven years of age.  
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Chart 2. Comparison of City of Boroondara Demographics 
to Program Attendance, 
 
 
Behaviour changes from Baseline Survey 
 
 
The comprehensive surveys conducted at the first Workshop in February and just prior 
to the last workshop in July formed the basis for measuring behaviour change in each 
group. Data presented under the Workshop topics shows measurable changes over 
the program duration. 
 
 
Water 
 
 
Chart 3 shows a majority of participants experienced a decrease in water bills over the 
course of the program. Although seasonal variation may be a contributing factor (for 
example, less garden watering in Autumn), changing behaviour has a large effect, as 
seventy percent of household water use is within the home (Yarra valley Water, 2004). 
The falling level of uncertainty shows more participants were reading bills in the second 
survey. 
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Chart 3. Change in household water bills, Feb. to July 
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Energy 
 
 
Chart 4 shows the number of compact fluorescent lamps (CFLs) installed by 
participating households increased in both groups: a direct result of providing a CFL as 
an incentive in the workshops. The benefit in energy and cost saving of CFLs over 
conventional incandescent globes was clearly explained leading to a reduction in the 
number of incandescent globes per household, as shown in Chart 5. This effect was 
greater in the action learning group. 
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Chart 4. Average number of Compact Fluorescent lamps installed per household, 
February to July. 
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Chart 5. Average number of Incandescent lamps installed per household, 
February to July. 
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Waste 
 
 
Chart 6 shows a 10-15 percent increase in the amount of material recycled by 
participating households each week, but with no significant difference between the 
groups. Similarly, the number of households using a compost bin increased (by 
approximately 20 per cent) in both groups, from a high baseline, as shown in Chart 7. 
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Chart 6. Percentage of material recycled weekly. 
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Chart 7. Use of a Compost bin, February to July. 
 
 
Transport 
 
 
The proportion of total car trips with more than one passenger increased by 
approximately 15 percent in both groups over the duration of the program. Car pooling 
was an encouraged behaviour to and from the workshops, as participants were seated 
with others in their postcode area. 
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Chart 8. Number of car trips with more than one passenger, February to July. 
 
 
Healthy Homes 
 
 
Following information provided on the toxic nature of chemicals in the household, 
participants responded with increased awareness and rated the issue as much more 
important than before the program, as shown in Chart 9. 
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Chart 9. Importance of Toxic Chemicals Used in Production 
of Household Goods, to both groups, February to July. 
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Sustainable Consumption 
 
 
The focus of this workshop was on being more discerning as consumers, relating 
particularly to buying locally grown, buying more recycled and recyclable products, and 
the power of choice – refusing a product unless it meets desired standards. As shown 
by Chart 10, the response was a raised awareness of the need to purchase 
environmentally safe products and reduced packaging. 
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Chart 10. Consideration of Recycled products at Purchase, February to July. 
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Other Measured Changes 
 
 
Ecological Footprint  
 
 
Ecological footprint or ‘Eco-footprint’ is an overall measurement of environmental 
impact in hectares used as a communication tool for improvement. The ecological 
footprint is 
 
a resource management tool that measures how much land and water area a 
human population requires to produce the resources it consumes and to absorb 
its wastes, taking into account prevailing technology (Global footprint network).  
 
The Eco-footprint for the average Australian has been measured at 7.6 hectares and 
for the City of Boroondara at 6.05 hectares per capita (EPA 2004). 
 
The average Eco-footprint of all participants decreased from 7.3 hectares to 6.4 
hectares over the course of the program, representing an average reduction of 11.8%. 
Group 2 recorded a slightly larger decrease, mainly due to increases in the Shelter 
component of Eco-footprint (purchase of a larger property) by some individual Group 1 
participants.  
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Chart 11. Percentage Change in EcoFootprint 
 
The range of measured Eco-footprints also shifted from between 3.4 to 18.8 hectares 
in February, to 2.8 and 15.5 hectares in July. 
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Use of Incentives 
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Chart 12. Use of Incentives by Group 
 
Chart 12 shows no appreciable difference between groups in the use of incentives 
handed out to participants at each workshop. Barriers to use determine the popularity 
of using the incentive. For example, the reusable shopping bag and the torch require 
no further effort to understand or install after instructions given at the workshop. Flow 
control valves and tap aerators require installation by a plumber or technical person - a 
clearly identifiable barrier. Other potential barriers include having no garden for 
mulching or planting indigenous plants, and difficult access to public transport. The 
cleaning cloths and washing balls are direct alternatives to existing products and as 
such their level of use is an indicator of willingness to change. Similar findings have 
been observed in other studies (von Borgstede et al 2002, McKenzie-Mohr 2000) 
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Take-up of Program Offers  
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Chart 13. Take-up of Program Offers 
 
Chart 13 shows the take-up of special offers arranged with third parties as incentives 
for the program. These included: 
• the offer of a household water audit by a registered Green Plumber; 
• the offer of free accredited Green Power for one year; 
• subscription to Greenfleet; 
• discounted purchase of an Enviromower. 
 
The results show that Group 2 responded to the offers to a greater extent than Group1, 
with an 8-10% increase in take-up of the first three offers. This can be attributed to the 
difference in approaches, as Group 2 (the Action Learning group) participants were 
reminded of the offers after each workshop and may have committed in writing to 
taking this action at the workshop. Commitments in writing (in Group 2 only) were 
encouraged to be placed in a visible location (such as on the fridge) in the home to 
remind the participants to act on them and for family members to prompt them as well. 
The technique of written commitments, prompting and regular reminders have been 
demonstrated to work effectively to encourage behaviour change (McKenzie-Mohr et al 
1999) 
 
Self–reported data on the intention to take-up offers mirrors the actual offers taken up. 
Approximately one third of participants stating an intention to take up the first three 
offers actually followed through, as reflected in the data reported by third parties on 
actual registrations or purchases. 
 
Consideration of the barriers to take-up of each offer may in part explain the different 
take-up rates, as the first three offers were all essentially cost-neutral to participants. 
The Green Plumber household water audit involved the organisation of a plumber to 
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visit the household and the reimbursement for this service from both the City of 
Boroondara and through the water retailer. The Origin Green Power offer involved 
completing a form at the workshop or returning by mail and reimbursement through 
electricity billing. Subscription to Greenfleet was made by completing a form and 
mailing or via the Internet, with reimbursement by tax deduction. The discounted 
purchase of an Enviromower ($200 off a $650 normal purchase) involved a significant 
cost to participants. Participants reported difficulties in addressing these barriers in 
workshop sessions following the offer made. Other factors such as trust in the service, 
participants already using the service, and timing of the offer affected the take-up of 
offers. Participants had an extra incentive to join Green Power when Origin Energy 
offered $500 off the energy bill for a year for one winner in each Group. Anecdotally, 
Origin Energy indicated that they considered the uptake of Green Power in the group to 
be exceptionally high (approximately 38% of participants joined Green Power).  
 
As well as data reported for subscription to Greenfleet by participants, Greenfleet 
reported 93 subscriptions from the City of Boroondara area between Workshop 4 (on 
Transport) and the end of the program. This was an increase of 45 subscriptions on the 
same time in 2004, suggesting a possible flow-on effect from the 14 participants who 
subscribed as a result of the program. 
 
 
Other Surveys 
 
 
Surveys on home water use based on the Home Water Investigator (from Melbourne 
Water) were received from 90 percent of participants in each group following the 
workshop on water use. These self-auditing surveys were designed to raise awareness 
of opportunities for behavioural improvement. An added incentive to complete and 
return the surveys was the raffle of a water-saving (AAA-rated) showerhead as a prize 
for involved participants. 
 
Similarly, participants from seventy households (over 85 percent of each group) 
submitted surveys on the home energy use, with the incentive of a raffle of an 
‘Enviromower’ for those returning surveys. Participants from twenty-seven households 
chose to subsequently receive recommendations to improve their energy use 
behaviour, reviewed by a professional energy auditor. 
 
 
Anecdotal evidence of changes from evaluations 
 
 
Other than surveyed behaviour changes as a result of the program (from the baseline 
survey), evaluations after both the third and final workshops recorded instances of the 
participants’ actions to behave more sustainably. Charts 14 and 15 show the number of 
instances of these actions among participants, with some participants undertaking 
several actions. This provides an indication of the range of actions and timing in 
response to receiving information at workshops, with water and energy the first topics 
presented. Noticeably more and differing instances of change were reported by Group 
2 participants at the end of the program. Many of these changes are not once off 
changes but require repetitive pro-environmental behaviour. 
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Evaluated Changes Made to Workshop 3 
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Chart 14. Evaluated Changes made by Workshop 3 
 
Evaluated Changes Made at Program End 
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Chart 15. Evaluated Changes made at Program End 
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Community outreach by program participants 
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Chart 16. Level of discussion about Program with Groups 
 
Chart 16 shows that participants of both groups discussed the program with external 
groups to similar extents. Most participants discussed the program within their 
immediate household and social circle. Less than 20 percent chose to discuss the 
program with their community group. Some participants reported presentations to large 
groups (e.g. work colleagues or classes) on the importance of sustainable behaviour. 
 
 
Program evaluation 
 
 
The range of expert speakers and activities were rated very highly by participants, with 
an average of 2.6 out of 3 for all speakers. The program structure, resources and 
content were rated for clarity, interest, expertise, clear objectives, interaction, and the 
workshop notes and 92.5% of participants reported that the program provided enough 
information for them to make an informed choice around their behaviour. 
 
Suggested improvements to the program centred on organisational issues such as: 
running to schedule; allowing more time for discussion, both between participants and 
with presenters; catering; and, other workshop topics to be considered. 
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Chart 22. Preparedness to pay for program workshops. 
 
A major implication for planning of future programs or repeating this program is that 
two-thirds of participants reported that they would be prepared to pay for these 
workshop sessions. Over a quarter of participants nominated a cost of five to ten 
dollars for each workshop. The large majority (80%) of participants also expressed a 
preference for weekday evening workshops, with 15% suggesting that childcare should 
be provided. 
 
 
Discussion 
 
 
Environmental behaviour is not only dependent on motivational factors but is also 
determined by contextual factors, such as individual opportunities and abilities 
(Portinga et al 2004). The first step in designing successful interventions was the 
identification of the behaviour and understanding the benefits and barriers to this 
behaviour, as perceived by the audience. This approach is more effective than the 
organisers or researchers determining what may appear to be the barriers to change 
(Andrews, Stevens and Wise 2002).  
 
Community based social marketing techniques were used to provide information, 
identify and reduce barriers, increase motives, obtain commitment and increase 
intentions to undertake the targeted behavior (Munroe 2003). Most research indicates 
that combinations of these tools are more effective than any single tool (McKenzie-
Mohr and Smith 1999). 
 
Table 2 summarises the differences and similarities between the control and action 
learning groups. Some significant differences occurred where a prompt or reminder 
was involved and there were minimal barriers to implementation of a commitment or 
action. These include the uptake of the “Green Power” offer (a cost-neutral action) and 
a reduction in the use of incandescent globes. Less significant differences between 
groups also occurred in the reduction of water bills, attendance rates, compost bin use, 
Eco-footprint measurement, and increase in car pooling. The action learning group also 
reported greater instances of changes and types of changes. 
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Generally, the effect of the program in changing existing behaviour across all measures 
tested has been measured as between 10 and 20 percent. The percentage change in 
behaviour was not dependent on the existing familiarity with the behaviour, as seen by 
the increase in use of compost bins from an existing high baseline. 
 
Action  Group 1 – Control group Group 2 – Action learning 
group 
Attendance  17% drop off 12% drop off 
Green Power offer 30% uptake 40% uptake 
Other pro-
environmental 
behaviours 
Fewer types and numbers 
of changes 
Greater types and numbers of 
changes 
Water conservation 14% water bill decrease 18% water bill decrease 
Waste reduction 25% increase to 96% in 
use of compost bin 
20% increase to 93% in use of 
compost bin 
Reduction in 
incandescent globes  
Insignificant reduction (less 
than 1 globe 
Average reduction of 4.6 
globes 
Transport 14.5% increase in car trips 
with more than 1 
passenger 
14.7% increase in car trips 
with more than 1 passenger 
Eco-Footprint Reduced by 9.7% Reduced by 12.7% 
Table 2 Comparisons between groups 
 
There was considerable interest in determining if the actions taken with the action 
learning group (regular prompts, written commitments and some public profiling) would 
significantly impact on measurable behaviour change. There are clear instances where 
the action learning group responded more positively to the changes they were being 
asked to make. It is also interesting to note that the control group was often very active 
in making changes and participating in pro-environmental behaviour, as well. This may 
in part be attributed to the relatively few differences in treatment between the groups, 
(e.g. both groups were provided with incentive products). However, it may also reflect 
that the workshops were in themselves, through presentations, expert speakers, 
incentives and roundtable discussions, sufficient to generate pro-environmental 
behaviour. Furthermore, it may also reflect the fact that this group of residents self 
selected to join the program and as a result were already more interested in 
sustainable practices than the average Boroondara resident.  
 
 
Conclusion 
 
 
The ‘Living for Our Future’ program was designed incorporating community based 
social marketing techniques and as a result was established as a pilot to determine the 
most effective methods for pro-environmental behaviour change. The results of the 
research are encouraging. Many of the participants have reported an increase in pro-
environmental behaviour fulfilling the initial intention of the research program to 
increase the uptake of pro-environmental behaviour. The awareness raising and the 
demonstrations of ‘how to’ through expert speakers and displays provided at each 
workshop appear to have had a strong positive impact.  
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In addition, when comparing the control group and action learning group, it appears 
that regular prompts and written commitments, in particular, in the action learning 
group had a beneficial effect. Although the number of participating residents were 
relatively small (89 in total), sufficient evidence indicates that the program has had an 
effective and positive pro-environmental effect on the behaviour of the participants. The 
participants will be surveyed at the end of 2005 to establish whether patterns of 
increased pro-environmental behaviour have been maintained.  
 
Information provided in the ‘Living for Our Future’ program developed community 
norms for sustainable behaviour among the participants. Conclusions reached as a 
result of the program are: 
 
• Program participants act on information provided because they know it makes a 
difference. 
• Program participants are more likely to act on information provided if there are 
less barriers to act, i.e. it is convenient to act. 
• Prompts help to turn information into action as long as: 
• the recipient wants to use information; 
• the recipient knows how to use information. 
 
In response to suggestions (Mackenzie-Mohr, 1999) that a program which promotes 
behaviour change for positive environmental outcomes should be piloted to determine 
it success or otherwise, this program has been conducted as a pilot with the intention 
of an extension to the rest of the community in the near future. The community wide 
program will incorporate the lessons from the pilot on the most effective means of 
achieving behaviour change. 
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